Hedonic and Social Drivers of Millennials’ Engagement with and  Donation to Nonprofits: A Cross-Cultural Comparison by Florenthal, Bela
Hedonic and Social Drivers of Millennials’ Engagement with and  
Donation to Nonprofits: A Cross-Cultural Comparison  
 
Bela Florenthal  
William Paterson University 
Manar Awad, Ohio University, USA 
 
ABSTRACT 
 
Nonprofit organizations (NPOs) have been increasingly utilizing social media outlets to target 
Millennials for donations of time and money.  These organizations, however, do not always take 
advantage of the hedonic, social, and normative factors that can influence engagement with and 
monetary donation to these organizations.   
 
Because monetary donation on SMSs is a relatively new field of investigation, there is only a 
handful of studies that provide insight into how social, hedonic, and normative motives predict 
engagement with and donation to nonprofits.   
 
To address this gap, the first aim of the present study is to propose an integrated approach to 
monetary donations. Based on motivational theories, a hybrid approach is proposed to examine 
how three motivations—entertainment, interpersonal utility, and subjective norms—predict 
Millennials’ engagement with and donation to NPOs.   
 
The second aim is to evaluate two cultural segments, U.S. and Middle Eastern, in applying the 
proposed model and identifying inherent similarities and differences.  
  
The results indicate that the model preforms similarly in both cultures, except for two 
relationships.  In Western culture, engagement with NPOs does not lead to monetary donations.  
In Middle Eastern culture, the hedonic motive does not predict donation intention. The findings 
on Middle Eastern culture add to the latest research related to monetary donations in countries 
with Islamic population.   
 
Implications for practitioners are discussed. 
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